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MEMO 


ON THE COVER: 

At the 1988 annual sales meeting at 
La Costa, Calif., sales managers be¬ 
gan capitalizing on the potential of . 
“putting it together” — combining the 
sales organizations of Reynolds Tobac¬ 
co and Planters LifeSavers into an 
“unbeatable partnership." 

The high point of the meeting came 
when Edward A. Horrigan Jr., chair¬ 
man and chief executive officer of R.J. 
Reynolds Tobacco Co. and vice chair¬ 
man ofRJR Nabisco, Inc., announced 
a new name for "the finest sales or¬ 
ganization in the world." A story on 
the meeting, where more than 450 
Reynolds Tobacco and Planters. 
LifeSavers sales managers gathered to 
explore their bright “Future of Oppor¬ 
tunity ” as a part of RJR Sales Co., 
begins on page 4. 


‘Inaugural’ issue looks ahead 


This Sales Merchandiser is different. 

It is different from any other edition in 
the publication’s 41-year history. It is 
the first edition under our new name: 

RJR Sales Co. 

As an “inaugural” issue, it will reach 
our entire sales organization — tobacco 
sales, confectionery & snacks and 
Planters. In this issue and in subsequent 
issues, you will hear from executive man¬ 
agement, and learn more about them and 
their thoughts on our new organization 
and our business. 

Appropriately, this issue focuses on 
our national sales meeting at La Costa 
and our meeting theme, a “Future of Op¬ 
portunity.” That opportunity is very real. 
Today, in RJR Sales Co., you have the 
potential to achieve more personal growth 
than at any other time in our company’s 
history. More avenues have been opened, 
with virtually no limit to career growth. 

Two members of RJR Sales Co., Jim 
Piscitelli and Dan Antico, share the spot¬ 
light in the first issue by demonstrating to 
us what teamwork and working together 
really mean. Calling on the same account, 
representing different products, they saw 
an opportunity to combine their products 
on the same display and sold the concept 
together to a major convenience/gas 
station chain. 

That is just one example of the exciting 
world of opportunity awaiting us. 1 know 



that all of you will recognize those same 
opportunities and capitalize on them. 

And when you do, Sales Merchandiser 
is your way of letting everyone share your 
pride. 

I look forward to another great year of 
growth and opportunity under our new 
banner: RJR Sales Co. 

Sincerely, 



Yancey W. Ford Jr. 

Senior Vice President - Field Sales 
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SHORT CALLS 



Angiuoli wins award 


Ralph Angiuoli (right), president of RJR Sales Co., recently received the 1987 Louis E. 
Seidman Award for civic achievements, sponsored by the tobacco, confectionery and allied 
industries division of the American Jewish Committee. The award was presented to Angiuoli 
in New York by Jay Martin, chairman of Capital Cigar and Tobacco Co. in Cheverly, Md. 


Revco sponsors 
high-speed help 

With the help of RJR sales, a major 
RJR customer has joined an RJR brand 
racing series, in a new and unique way. 

Revco D.S., Inc., one of Reynolds 
Tobacco’s largest cusiomers with more 
than 2,000 drugstores in 28 states, has 
become an associate sponsor of the Inter¬ 
national Motor Sports Association (IMSA) 
Camel GT series. 

Revco will sponsor the new Revco Rapid 
Response Medical Vehicle (RRMV) at all 
IMSA Camel GT sports car racing events 
in 1988. 

The specially-prepared Porsche 928 
emergency vehicle can bring fast medical 
care to people at the scene of a racing ac¬ 
cident. The car is capable of speeds up to 
170 miles per hour and can be dispatched 
by radio to an accident scene. 

Tony Varde Jr., RJR chain accounts 
manager in the Pittsburgh chain division, 
worked closely with Dan Horwitz, Revco’s 
vice president of group marketing, to im¬ 
plement the Revco RRMV program. 


New file cabinets organize sales materials 


RJR Sales Co. field sales offices are 
starting off the new year of 1988 with a 
“Christmas present" that will help sales 
reps, managers and office employees or¬ 
ganize sales materials and supplies more 
efficiently. 

The useful gift is a set of four metal fil¬ 
ing cabinets that are stocked with a com¬ 
plete set of sales materials and supplies. 
Working with a private contractor, the 
sales materials staff completed the enor¬ 
mous task of stocking and shipping the 
cabinets, which weigh about 800 pounds 
per set, to all field sales offices in late 
December 1987. 

The cabinets and their contents are the 
first uniform system for organizing and 
storing the various types of sales materi¬ 
als and supplies that sales offices stock 


for use in the field, says Robert Roberts, 
manager - sales materials. 

Each set of cabinets contains a com¬ 
plete assortment of supplies. Items in¬ 
clude blank forms and contracts, package 
tags and facsimiles, letter and numeral 
sets, photos, brochures and presentation 
materials. 

The materials are placed in folders 
tagged with descriptions and item num¬ 
bers. Files are arranged in the same se¬ 
quence as the items appear on the supply 
order forms. This arrangement greatly 
simplifies the task of reordering supplies, 
Roberts says. 

“It’s just another form of resource 
management,” he says. “The system is a 
better way for our field sales employees 
to do a part of their jobs.” 



Robert Roberts (right) sorts sales materials 
with Clarence Farrar, production supervisor 
at Forsyth Industrial Systems, the contractor 
who packed the cabinets and shipped them to 
field sales offices all over the country. 
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Bright future 
is envisioned 
at La Costa 

Gathered for the first time under the 
banner of a new company name, Reyn¬ 
olds Tobacco and Planters LifeSavers 
sales managers explored a bright “future 
of opportunity" together at the sales or¬ 
ganization's annual meeting, Jan. 3-9, in 
San Diego. 

“From this point forward, you are the 
men and women of the RJR Sales Com¬ 
pany, the finest sales organization in the 
world,” said Edward A. Horrigan Jr., 
chairman and chief executive officer of 
R.J. Reynolds Tobacco Co. and vice 
chairman of RJR Nabisco, Inc. 

The more than 450 sales managers who 
filled the La Costa resort for the meeting 
cheered Horrigan’s announcement and 
then enthusiastically toasted the new cor¬ 
porate name. 

‘Awesome selling vehicle’ 

Creation of the new sales company is 
“a historic occasion” and “a major mile¬ 
stone for RJR,” Horrigan said. “With the 
merger of the tobacco and Planters Life- 
Savers sales organizations, we are creating 
a truly awesome selling vehicle . . . sup¬ 
ported by a range and scale of resources 
that few companies, if any, can match. 

“With this new organization, you will 
now have a wider range of selling oppor¬ 
tunities in a broader, more refreshing at¬ 
mosphere,” Horrigan told the group. 

"This broader horizon will also mean 
new career opportunities, more chances 
for advancement for high-quality people.” 

Dolph W. von Arx, president and chief 
executive officer of R.J. Reynolds Tobacco 
USA, said the new company holds "virtu¬ 
ally limitless" business and personal op¬ 
portunities, "if you are ready to sieze 
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Exhibits of new merchandising, advertising 
and promotion programs were popular at 
tractions at the annual meeting. Here, Daye 
Wilmesher, national manager - carton mer 
chandising, demonstrates the new cigarette 
carton security fixture 

“In merging your two groups, we have 
looked to the future, to the changes oc 
curring in our marketplace, and created 
an organization prepared to take advan 
tage of the challenges and opportunities 
we see ahead. We have created a unified, 
strong organization that indeed offers you 
and our company a future of opportunity,' 
von Arx said, echoing the meeting theme. 

The new, unified sales organization 
represents "another giant step ahead of 
the competition,” said Gerald H. Long, 
chairman of R.J. Reynolds Tobacco USA. 

"Through your skills, your determina 
tion, your loyalty and the leverage our 
sheer size and product lines provide, you 
will have a clear competitive edge,” Long 
said. “Reynolds Tobacco is better quali 
fled, better equipped, better staffed and 
better positioned to take advantage of the 
enormous opportunities ahead than any 
other company in the industry.” 

One of the key objectives of this year’s 
meeting was to give managers from Reyn¬ 
olds Tobacco and Planters LifeSavers an 
opportunity to learn how they fit into the 



. . . while Rick Sanders, group marketing 
director for Camel, presents advertising and 
promotion elements of the Camel 75tf 
birthday campaign. 
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new organization, said Ralph Angiuoli, 
president of RJR Sales. 

“You'll hear about transition and work¬ 
ing together and opportunity,” Angiuoli 
said. “ ‘Leverage’ will become a buzz¬ 
word as we discuss how we will capital¬ 
ize on the combined strengths of our 
organizations." 

Angiuoli told the group that the new 
partnership already is producing numer¬ 
ous ideas for improving sales of the com¬ 
pany's products, thanks to the people 
who are the organization’s most im¬ 
portant asset. 

"Our ability to function successfully 
depends on the quality of our people and 
our belief that we are second to none,” 
Angiuoli said. “And it depends a great 
deal on our pride — pride in our compa¬ 
ny and in the quality of the products we 
produce.” 

After a dramatic sound, light and live- 


action show that vividly portrayed the 
potential of the new alliance, executives 
of both companies reviewed the reasons 
for the combination and some of the strat¬ 
egics that will be followed to capitalize 
on it, 

Combining the two sales operations 
makes sense, said John P. Polychron, 
president and chief executive officer of 
Planters LifeSavers Co., because of sales 
synergies at wholesale and retail, where 
the companies share many customers and 
similar merchandising positions. Product 
similarities and the potential for more ef¬ 
fective and economical staff support are 
other major factors, he added. 

“The alliance with RJR Tobacco will 
create new opportunities, new approaches 
to our business and new power in the mar¬ 
ketplace. Brand leverage will increase 
significantly, both at the buyer’s desk and 
at retail,” Polychron said. 



The pot of gold at the end of the rainbow 
marks the site of presentations on the In¬ 
dividualized Merchandising Service for 
tobacco sales. 

“Your commitment to excellence has 
created a great deal of momentum, and 
that is key to our tremendous future of 
opportunity,” Clyde W. Fitzgerald Jr., 
senior executive vice president of R.J. 
Reynolds Tobacco USA, told meeting 
participants. The group cheered repeat¬ 
edly as Fitzgerald presented a variety of 
new marketing programs to help Reynolds 
Tobacco meet its sales challenges in 1988. 

Plans include strong support for core 
brands and Doral, new advertising and 
promotional programs, packaging im¬ 
provements and careful management of 
all marketing resources for optimum 
return, Fitzgerald explained. 

"We may well work in one of the most 
challenging environments going, but it 
only seems to spur us on,” Fitzgerald said, 
"I believe our strategies are sound. The 
tactics we will use to achieve those strate¬ 
gies are innovative and aggressive. And 
the people we have working to make the 
plans reality couldn’t be better — includ¬ 
ing our sales force.” 

One recent product of Reynolds Tobac¬ 
co's technological leadership was present¬ 
ed in some detail as Richard A. Kampe, 
president of R.J. Reynolds Tobacco De¬ 
velopment Co., discussed the characteris- 
(continued next page) 



Breakout sessions give meeting participants a chance to begin exploring ways to capitalize on 
the many opportunities created by the new sales partnership. 


Source: hffns://www indusfrvdnniiments.iicRf.edu/rlnns/nvfnOOOO 
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Joe Thelsmann (second from left), forme* st«r quarterback for the Mngton Redskins and guest speaker for the meeting, is greeted by 
company executives (from left) Ralph Aoghmli. Gerald H. Long, Doiph YV von Arx and Clyde W. Fitzgerald Jr. 


(continued from page 5) 

tics and potential of ihe new cigarette' that 

the company announced last September. 

The new cigarette, which will be test- 
marketed this year, provides tobacco taste 
and satisfaction by heating, not burning* 
tobacco, thus eliminating or greatly 
reducing the compounds produced by 
burning tobacco, Kampe explained. 

“This new cigarette addresses the per¬ 
ceptions of many of today’s smokers and 
represents a dramatic advance in cigarette 
technology," Kampe said. “Clearly, the 
product represents a significant opportu¬ 
nity for everyone at RJR. 

“That’s where all of you come in. be¬ 
cause the success of our introduction of 
this new cigarette will depend to an enor¬ 
mous extent on your collective efforts.’’ 
Kampe told the group. 

“The success of our test market and 
the success of our national rollout will 
depend more than anything on the com¬ 
mitment, talent, knowledge and expertise 
of every Reynolds Tobacco sales and dis¬ 
tribution manager in this room." 

Ronald B. Beasley, senior vice presi¬ 
dent - sales operations; and Yancey W. 
Ford Jr., senior vice president - field 


sales, discussed programs and projects 
under way and planned to make the most 
of the new partnership of Reynolds 
'Ibhacco and Planters LifeSavers. 

•‘We are working together in order to 
complement each other’s products, in¬ 
terests and needs," Beasley said. 

Progress already is being made in a 
variety of areas: improved merchandis¬ 
ing; better communications with the 
field, including computerized ordering 
and replenishment of fixtures and materi¬ 
als; more efficient use of field office 
space; and computerized sales reporting 
with enhancements to the hand-held unit, 
he explained. 

“Volume is our principal accountabili¬ 
ty,” Rird said. “In 1988, we will set our 
priorities accordingly. Our efforts will be 
to take advantage of our size by maximiz¬ 
ing the key leverage points while mini-. 
mizing our expenses.” 

Call productivity, based on fundamen¬ 
tal standards that are the same for all 
products and in all locations, is key to 
maintaining sales leadership, Ford said, 
ghe unique synergies promised by the 


new partnership will be built on that 
foundation. 

“We’ll be looking at better ways to 
manage our business by leveraging each 
other’s strengths. After all, that’s what 
this consolidation is all about.” 

Meeting participants spent many hours 
together in breakout sessions, organized 
by sales region, identifying common 
problems and discussing opportunities to 



Informal, one-on-one discussions are an un¬ 
official but Important part of the sales meet¬ 
ing, reinforcing the working relationships 
that form the framework of the organization. 
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make the promise of the new partnership 
a reality. Exhibits of merchandising, 
promotional, advertising and support 
programs also helped Reynolds Tobacco 
and Planters LifcSavcrs sales managers 
learn more about each other’s “tools of 
the trade.” 

“RJR has a lot to give, and there are- 
some tremendous opportunities in such 
areas as merchandising fixtures, retail 
position and mutual support,” said Tom 
Daley, Planters Pittsburgh division 
manager, “I’m hoping to learn some 
things to bolster our retail coverage.” 

“Some people came in a iittle appre¬ 
hensive, but that quickly disappeared,” 
said Jay Mallon, Planters Philadelphia 
division manager. “It's very encouraging 
to see the way management is working 
together. I think the major opportunity is 
in retail position. With the strength of the 
RJR brands and the great PLS names, 
it’ll all blend together like no other or¬ 
ganization in the world.” 

“This is a real opportunity for the divi¬ 
sions to find out how they can really work 
together," said Steve Murray, Planters 
northeast region marketing manager - 
drug/mass merchandising. “Some people 
may have been skeptical, but you can 
really see the possibilities for using com¬ 
bined strategies for merchandising,” 

“We’ve been overwhelmed by the posi¬ 
tive welcome from the tobacco people,” 
said Howard Dunlap, southeast regional 
manager - confectionery & snacks. “This 
is a class act, and we’re looking forward 
to being part of that merchandising ex¬ 
pertise. Our combined knowledge of 
merchandising and the leverage of our 
customer bases are the biggest opportuni¬ 
ty areas.” 

‘Absolutely exciting’ 

“It’s absolutely exciting to see the en¬ 
thusiasm everybody has displayed,” said 
Roger McFarlane, Memphis division 
manager - confectionery & snacks. “The 
retail space controlled by tobacco opens 
up tremendous opportunities for all, We’re 


all learning how to do business together, 
to gain more clout for our products and 
more sales and profits for our company.” 

Sales managers agreed that the meeting 
was an effective vehicle for bringing the 
sales organizations together. 

“It’s been a super process,” said Bill 
Reece, Reynolds Tobacco Richmond 
regional manager. “We didn’t know much 
about what they did, and we got a lot of 
insight and good ideas out of the break¬ 
out sessions. There’s a lot of opportunity, 
and we’re going to discover even more in 
the future as we continue to discuss how 
we can help each other.” 

“This has been a good way for us to 
get to know each other,” said Jay Heisler, 
Planters southeast regional manager. 


“We’ve learned about each other’s busi¬ 
ness, explored some common problems 
and dealt with some issues through team¬ 
work. We know we’re in a lot of the same 
accounts, and we can help each other by 
who we know.” 

“We’re breaking down the barriers, es¬ 
pecially in the breakout meetings — we’ve 
gotten to know the people a lot better, and 
a trust is developing between us,” said 
Dean Garrison, Reynolds Tobacco Kan¬ 
sas City regional manager. “We’re getting 
spontaneous ideas in areas where there are 
real commonalities, like counter displays, 
package accounts and trade relations. 

“The objective of the meeting is com¬ 
ing through 100 percent," Garrison said. 
"The partnership is really working out.” 



Social functions create opportunities to form and strengthen personal bonds, helping trans¬ 
form a group of more than 450 sales managers Into a real RJR Sales team. 
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PEOPLE 

Vice presidents - sales see opportunities 


■I'ln' three newly appointed executives 
Ul KJK Stiles Co. who have direct respon¬ 
sibility tor ilie Held sales force have a lot 
I,, besides their new title of vice 

Miosldotil - sales: 

All iliree have spent their entire sales 
I'liu'i’i'S. ranging from 14 to 17 years, with 
UJK companies. All three have served in 
„ y,, fimy of positions and capacities dur- 
Iny iholr years with the company, 

A|| dove went into sales because they 
wetv socking exciting, challenging work 
_ not just jobs, but careers with oppor¬ 
tunity atul the potential for personal 
dovoiopinenl and growth, 

Ami nil three are confident that RJR 
Sales Co, will satisfy those objectives bc- 
», Hh l all (heir expectations. 

' .| | w , ,| ircc — Christopher M. Fashek, 
V | 0C president - sales, broker/direct, 
pm,nets products; Scott J Frey, vice 
niv'xldonl - sales, confectionery & snack 
Lvltteis; and R. Sam Hendrix, vice 
president - sales, tobacco products - 
'vocally talked with Sales Merchandiser 
alHial lite bright “future of opportunity” 
lhal they foresee for the company. 

"U\ exciting, the way we’re opening up 
0j ,Inutilities- The potential for people 
ntd the company is tremendous,” Fashek 
says. 

Opportunity important 

(WyHtrmity for individuals is impor¬ 
tant, he adds. ”1 believe in identifying the 
IVSl'people and giving them the opportu- 
Oit\ h> Show their worth and grow with 
the company. Give people the chance to 
sltipe ami the best ones will, and they 
will build our future.” 

m^tK'k says he grew up in sales in 
ClilVm, N.J.. where his father was in the 
IMWhhV business. “I've been selling since 
l wux eight years old. he recalls. 

t^sbek joined the Beech-Nut Co. as a 
Sides tvpresentative in New York City in 
lil?|, after graduating from Upsala Col- 
logs' IK' later earned a master's degree 





“It’s exciting, the way we’re opening up 
opportunities,” says Christopher M. Fashek. 
“The potential for people and the company 
is tremendous.” 

in business administration from Fairleigh 
Dickinson University. 

With corporate mergers and acquisi¬ 
tions, he held a variety of sales man¬ 
agement positions in Nabisco Brands 
operations, most recently serving as 
vice president, field sales - drug/mass 
merchandisers for Nabisco Brands. In 
his present position, five regional sales 
managers report to him, 

RJR Sales presents “tremendous 
opportunities for leverage, synergy and 
marketing clout,” Fashek says, “We’re 
combining confectionery and snacks 
expertise with a tobacco business that 
has scientifically approached every 
aspect of sales and merchandising and 
makes phenomenal support available for 
its sales people. 

“Tobacco brings a tremendous retail' 
presence; confectionery brings a strong 
distribution base and a wide range of 
products that makes us the expert in 
every product area; and Planters brings 
the premium nut and snack products with 
extensive sales penetration and a strong 
profit base for the retailer.” 


To make the new RJR Sales partner¬ 
ship work, “we need to share informa¬ 
tion, brainstorm and make the most of 
the advantages we have worked so hard 
for with the customer base,” Fashek says. 

“It won’t be difficult to motivate 
people — there’s already a lot of mutual 
respect. We know we’ve made a quantum 
leap ahead, and we all appreciate the high 
place that sales holds in the company. 
When you know the organization's goal 
is to help sales sell, it makes you want to 
go out and sell.” 

Frey believes that careful goal-setting, 
teamwork and solid communications are 
key to the success of RJR Sales. 

“Management should establish clearly 
defined, realistic and measurable goals, 
then work together toward them,” Frey 
says. “Wc are going to rely heavily on 
our managers to establish and reach 
those goals. It’s definitely going to be a 
team approach, with a true spirit of 
camaraderie.” 

Selling challenge 

Frey joined Standard Brands as a sales 
representative in his hometown of Wil- 
liamsville, N.Y., after graduating from 
Alfred University. “I first developed an 
interest in advertising, selling and mer¬ 
chandising in college and elected to pur¬ 
sue a career in retail management, but I 
found the department store environment 
too confining,” he recalls. “I enjoy the 
excitement and challenge that effective 
selling provides.” 

Frey served in a variety of sales 
management positions with Standard 
Brands and later with Nabisco Brands. 

He was vice president - sales, confec¬ 
tionery & snack products for Nabisco 
Brands before his most recent appoint¬ 
ment. Five regional sales managers and 
a director of national accounts report to 
him in his current position. 
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"The marriage of our sales organiza¬ 
tions makes tremendous sense, based on 
the number of synergies that exist," Frey 
says. "For example, in merchandising, 
confectionery and snacks and tobacco 
sales people have already developed a 
counter display rack incorporating both 
product categories and are now imple¬ 
menting the concept together. 

“We will also increase our leverage 
against many classes of trade,” Frey 
adds. “Fully 36 percent of confectionery 
and snacks products and 48 percent of 
tobacco products are sold through candy 
and tobacco distributors. Almost half of 
their volume is sold through this trade 
class. You can draw your own conclu¬ 
sions about the importance of this class 
and the strength and synergies that exist. 
Our customers see the potential, and 
welcome the combination. We’re build¬ 
ing strength on strength. 

"We also have a well-trained and high¬ 
ly motivated and effective sales organ- 



Scott J. Frey says the new sales partnership 
“will increase our leverage against many 
classes of trade. Our customers sec the poten¬ 
tial, and welcome the combination.” 


ization representing, in many cases, the 
No. J and No. 2 brands in their cate¬ 
gories,” Frey says. “Our products and 
programs provide business-building 
opportunities for our customers while 
enhancing their overall profitability. 

"Our job now is to better understand 
each other and what we have together, so 
we can move forward in developing an 
even more effective and efficient sales 
organization,” Frey concludes. "The key 
to our success has been and will continue 
to be the people.” 

“The commonality of our distribution 
chain and customer base allows us to 
leverage the strength each group brings 
to the organization, so each can be more 
successful by working with the other,” 
Hendrix says. “If we can present our cus¬ 
tomers with products that are in demand 
and profitable, and give them a chance 
to deal with fewer suppliers, it’s only 
natural that the combination will be 
successful.” 

RJR was best 

Hendrix, a native of Savannah, Ga., 
joined Reynolds Tobacco as a sales 
representative in the Atlanta area in 1974, 
after graduating from Georgia Southern 
College. Hendrix says he chose RJR be¬ 
cause his father-in-law, a grocer, told him 
that the RJR sales force was the best in 
the business. 

Hendrix held various sales manage¬ 
ment positions with Reynolds Tobacco, 
and was area vice president - sales for 
the North Atlantic sales area before his 
present appointment. In his current posi¬ 
tion, six sales area vice presidents report 
to him. 

The new RJR Sales partnership “is 
destined for success because it’s such a 
natural union at all levels,” Hendrix says. 
“The synergism is so natural because 
we’re interlocked with customers, distri¬ 
bution, sales space and many other areas. 
It’s an exciting time, and people feel very 
good about the move, and the opportunity 
it represents. Everyone feels more posi¬ 
tive about the future and their long-range 
growth potential." 



RJR Sales “is destined for success because 
it’s such a natural union at all levels,” says 
R. Sam Hendrix. “It’s an exciting time, and 
people feel very good about the move.” 

Communications and feedback among 
all levels of the organization are essential 
to fulfilling the promise of the new part¬ 
nership, Hendrix says. “Our responsibili¬ 
ty is to be managers, not bosses. We’ve 
got to take down all barriers to communi¬ 
cation, so people will know that we will 
listen and respond to good ideas. We must 
never get so pretentious as managers that 
we believe that ideas can come only front 
the top echelons of management. 

“One of our strengths is that there are 
no unapproachable managers, regardless 
of level, in this organization,” Hendrix 
says. “Everybody in management worked 
up through the ranks, and that creates an 
atmosphere where people feel they and 
their ideas are appreciated and that as in¬ 
dividuals, they have a chance to work to 
their full potential.” 
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CAMEL 75 


Sales helps Camel celebrate 75th birthday 


C amel is 75 years old this year, and 
every smoker in the United States 
is invited to the birthday party. 
“We're calling it Camel’s 75th 
birthday because a birthday 
is an event people celebrate, 
something you have a party 
for,” says Cynthia Williams, as 
sistant brand manager for Camel, 

“It’s going to be an event to cele 
brate, for sales,” agrees Greg Young, 
sales planning manager. Sales has been 
working with the brand staff and other 
departments on Camel’s 75th birthday 
celebration since last spring, Young says, 
“This is the most exciting campaign 
we’ve worked in years, and it’s going to 
be a fun program to work,” he explains. 
“It’s going to create tremendous excite¬ 
ment in the sales force, and among retail¬ 
ers and smokers, as well." 

A key objective of the campaign is 
to generate a new awareness of Camel, 
Young says. 






Camel 75th-birthday logo features elements 
from Camel packaging and the theme, 
“Camel. 75 Years And Still Smokin’.” 


tamthKHtan And SHIlSmiMn 1 . 


T-shirts featuring the Camel 75th-btrthday 
logo are among a wide variety of promotion¬ 
al Items offered to increase brand exposure 
and “conversion-oriented” package sales. 

“The awareness level is going to be 
tremendous. I can see people recognizing 
and keeping the advertisements and pro¬ 
motional pieces, because they’re going to 
be collector’s items,” Young says. 

“The campaign is that good . . . it’s 
light, upscale, impactful and it’s right on 
target with the market. You can see what it 
will mean for Camel in the future. We can 
expect a new awareness by the retailers of 
our commitment to the brand, and a new 
awareness and purchase by Camel smok¬ 
ers and competitive smokers.” 

Camel’s unmatched 75-year history as 
a leading national cigarette brand since 
its introduction in 1913 is a unique and 
valuable marketing asset for the present 
and future, explains Lynn Breininger, 
senior brand manager for Camel. 

“The key strategy of the Camel 75th 
birthday celebration is to leverage the 
history of the brand for sales and volume 
growth across the United States,” 
Breininger explains. 


“We want to give smokers of competi¬ 
tive brands a reason to rethink Camel, 
and we want to make Camel smok¬ 
ers feel good about their brand,” 
Breininger says. 

The star of Camel’s 75th 
birthday celebration is Old Joe 
the camel himself. The 75th- 
birthday rendition of the familiar 
dromedary symbol of the brand is 
portrayed with a smile on his face, cheer¬ 
fully puffing on a Camel cigarette. 

For the 75th-birthday campaign, a logo 
has been created that depicts Old Joe and 
his Camel cigarette bursting through a 
pyramid, flanked by palm trees, under 
the familiar “Camel” lettering. The 
pyramid is inscribed, “75th Birthday.” 
The theme of the birthday advertising 
campaign is “Camel. 75 Years and 
Still Smokin’.” 

“The Camel figure has generated 
tremendous positive response among 
both competitive and Camel smokers,” 
Williams explains. “The logo combines 
elements of our famous package with 
the Camel figure that gives the brand 
real personality,” 

The logo is the hallmark of an aggres¬ 
sive, innovative advertising and promo¬ 
tional campaign “that will use every 
vehicle we have, including newspapers, 
magazines, billboards, direct mail and 
retail,” Breininger says. 

“These ads really break through the 
advertising clutter. We’re bringing Camel 
to life in a number of creative ways that 
will maintain the brand’s history of 
‘firsts’ in marketing.” 

Magazine advertisements will include 
several three-dimensional scenes that “pop 
up" from the pages. In Rolling Stone mag¬ 
azine, a birthday card pop-up even sings 
“Happy Birthday” when it is opened, 
Williams says. 

The campaign is carefully planned to 
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appeal to target smoker groups, she adds. 
The ads depict Old Joe “doing things that 
these smokers enjoy," taking part in activi¬ 
ties appropriate to the publications where 
the ads appear. 

Old Joe will appear in a motorcycle 
raecr’s suit in a cycle magazine, for exam¬ 
ple. In an outdoors publi¬ 
cation, he will be dressed 
as a fisherman, complete 
with rod, reel and creel. And 
he will be seen lounging 
against a sporty car in an auto 
journal. 

Another series of adver¬ 
tisements includes a number 
of “teaser" questions that 
recall the “Camels are com¬ 
ing" ads that appeared before the brand 
was introduced. “What's 75 years old, 
satisfies you and is still worth walking a 
mile for?” one ad asks. 

Premium items are planned to encourage 
“conversion-oriented" pack sales and pro¬ 
mote wider exposure for the brand, Wil¬ 
liams says. T-shirts, party mugs, lighters 


and an auto sunshade that portrays Old 
Joe in sunglasses are some of the premi¬ 
ums planned. 

Other elements of the integrated mar¬ 
keting campaign include direct-mail 
promotions, $2-off carton coupons, 
point-of-sale materials and special pro¬ 
grams at Camel brand-sponsored 
events, Williams adds, 
Extensive advance con¬ 
sumer research indicates 
that the Camel 75th-birthday 
marketing program will be 
popular not only with com¬ 
petitive smokers but also 
with Camel smokers, 
Williams says. 

‘We’re creating a new image that 
links Camel’s tradition of quality to the 
the present day,” she explains. “The light 
approach creates a personality and image 
that both Camel smokers and competitive 
smokers can relate to. 

“It just shows what a tremendous asset 
we have in the unique and colorful back¬ 


ground of the brand, when you can take 
something that is 75 years old and make 
it relevant to today’s consumer choices.” 

The Camel 75th-birthday program not 
only celebrates the Camel heritage but 
also ushers Camel into a new era — in 
effect, starting a whole new chapter in 
the brand's history, Breininger says. 

“Camel’s 75th birthday carries on the 
tradition of innovative marketing that R.J. 
Reynolds established when he introduced 
the brand with the most aggressive and 
creative national advertising program the 
industry had ever seen,” she explains. 
“That program made Camel the most 
successful cigarette in history and it re¬ 
mains a top 10 brand today. 

“That’s what the Camel 75th birthday 
is all about — a celebration of the success 
of Camel and a beginning of growth and 
success for the next 75 years.” 


Smokers can toast the bright future of Camel 
with a 75th-blrthday mug (left). “Bop-up” ad¬ 
vertisement (below) will appear In a number 
of national publications. 




Source: httns://www indiistrvrlnniimRnts.ncsf.fidii/rlnns/nvfnOOOO 
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Old Camel point-of-sale piece stirs memories for Vernon Davis, who sold the brand out West a half-century ago. 


Sales veterans recall half-century with Camel 


Back when he was selling Camel out 
West a half-century ago, Vernon Davis 
learned about perseverance the hard way — 
in a sea of mud on a Montana ranch road. 

“My division manager was with me, 
making calls one day, and we started 
down this country road, out from Great 
Falls, Montana. We got mired up in the 
mud, clear up to the axles. 

“Finally, these two farmers came along 
in a pickup truck. Told us they'd come 
back with a tractor and pull us out, 

“They came back, all right... the 
next morning," Davis recalls with a 
laugh. “We spent the whole night there 
in the sales vehicle." 

Grady Beck recalls another kind of 
challenge — selling Camel in the rural 
Piedmont section of North Carolina dur¬ 
ing the Great Depression of the 1930s. 
Hard times forced smokers to make tough 
choices — and not necessarily among 
competing cigarette brands, Beck says. 


“A lot of ‘rolling your own’ went on, 
back in those days. We sold a lot of 
smoking tobacco, most of the year, 
because it was less expensive than 
ready-made cigarettes. 

“But people had money during and 
after the tobacco market, and after they'd 
sell their crop, the tobacco farmers would 
buy Camel. ‘Camel ... that’s my brand,’ 
they'd say. 

“Then, after a while, they’d go back 
to rolling again. But they always bought 
Camel whenever they could,” 

Beck, who retired in 1975 after 39 years 
in the sales department, and Davis, who 
had 38 years in sales when he retired in 
1973, recently shared some memories of 
working the Camel brand with Sales 
Merchandiser. 

Beck, who now lives in Lexington, 
N.C., not far from Winston-Salem, says 
Camel was always a popular brand in his 
assignment. 

‘‘1 was in on the real heyday of the 
Camel business,” Beck says, “Lucky 


Strike and Chesterfield had their day, but 
Camel was always strong and solid.” 

Extra sales effort was required to sell 
Camel in the larger and higher-priced 
packages of 50 and 100 cigarettes, how¬ 
ever, especially in the lean Depression 
years, Beck notes. 

“Sometimes we'd give a customer a 
pack of 20 with every ‘Flat 50s’ box pur¬ 
chased,” he said. “We also sold some tins 
of 100 Camels in the really poor areas, 
because people would buy 100 and sell 
them one at a time, for a penny a ciga¬ 
rette, to people who couldn’t afford to 
buy any kind of pack.” 

The RJR rep was quite a prominent 
public figure in those days, in his distinc¬ 
tive sales vehicle with Camel and Prince 
Albert posters on the sides, Beck recalls. 

“Oh, they knew who you were, all right. 
You'd go through a busy intersection and 
you’d hear somebody holler out, ‘Hey, 
Camel man!’ You had to break yourself 
of looking around every time somebody 
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called, or you’d be in a wreck all the 
time,” he says, chuckling. 

Davis, who worked in the West while 
he was in the field and who now lives in 
Winston-Salem, recalls how popular he 
was during World War II, when most 
commodities were rationed and cigarettes 
were often hard to get. 

”1 woke up in my hotel room one 
morning and the desk clerk had slipped 
this note under my door,” Davis says, 
pulling a yellowing sheet of paper from 
his scrapbook. The note has a crude 
drawing of the clerk, in a begging 
posture, inscribed, “Camels, please!” 

“You could just drive down the street 
and the dealers would be coming out of 
their shops, begging to buy cigarettes,” 
Davis says. “We could fill only a certain 
percentage of a retailer's standing order 
and at one point, we were limited to sell¬ 
ing five cartons at a time to key dealers. 

“Trying to keep the dealers happy was 
tough ... we took a lot of flak because it 
was so hard to get enough Camels.” 

When sales reps ran out of cigarettes 
to sell to retailers, they would promote an 
RJR program for sending cigarettes to 
servicemen, Davis says. 

“You could buy a case of 50 cartons 
tax-free for $25, which was about half the 


Editor’s Note: To help Camel 
celebrate its 75th birthday this year, 
Sales Merchandiser invites all active 
and retired Reynolds Tobacco sales 
representatives to share their ex¬ 
periences and anecdotes about selling 
the brand over the years. Send a brief 
summary of your Camel recollections 
to Sales Merchandiser, R.J. Reynolds 
Tobacco USA, Reynolds Building, 

17th Floor, Winston-Salem, N.C. 
27102. Be sure to include your tele¬ 
phone number so we can get in touch 
with you. Camel is one of the greatest 
success stories in the history of the 
lobacco industry. We look forward to 
telling your chapter of the Camel tale. 


wholesale price, and the company would 
ship them overseas in your name. Or the 
company would match a case for the 
servicemen for every case a customer 
would buy.” 

In place of the tax stamp, pack closure 
seals were printed with a message of 
thanks for the serviceman and the name 
of the RJR sales division manager 
responsible for the order. 

“I got a lot of cards and letters from 
servicemen who received Camel during 
the war,” Davis says. He displays notes 
of thanks sent by soldiers, sailors and 
Marines, from Alaska, the South Pacific 
and even from a German prisoner-of-war 
camp. 

Davis recalls that Camel was always a 
strong brand in his Western assignments, 
even during the Depression. 

“The competition was tough, because 
all the other manufacturers came out with 
these cheaper brands that sold for 10 cents 
a pack, and Camel was about a nickel 


more,” he explains. “But the tobacco in 
those cheap brands was terrible, and 
some of them didn’t even use cellophane, 
to keep the cigarettes fresh. 

“People always wanted Camel, because 
they wanted quality,” 

Quality and good taste have always 
been Camel’s bedrock, but sales effort 
has built lasting popularity for the brand 
on that firm foundation, Davis says. 

“Aggressive promotion and advertising 
have made a big difference. And we were 
always the leaders in merchandising, right 
from the days when we made the first mer¬ 
chandisers out of empty orange crates,” 
Davis says. “We really created the whole 
self-service merchandising concept. 

“Camel is a quality cigarette, and we 
always employed high-quality sales people 
to sell it.” 

For Beck, the explanation for Camel's 
75 years of success is simple: 

“Camel is just the best cigarette that’s 
ever been put on the market.” 



Grady Beck says selling Camel In the Piedmont region of North Carolina during the Great 
Depression of the 1930’s was a real challenge. 


Source: httns://www.indi.isitrvdQCLimfiDla-U^_ediiidna£Zai£MlQ£iL. 
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Planters golf tourney is sales opportunity 


Mr. Peanut and the Ladies Profes¬ 
sional Golf Association are teaming up 
for a golf tournament that will provide 
new excitement for fans and new oppor¬ 
tunities for RJR Sales Co. to cement 
strong relations with the trade. 

The Planters brand will become the 
title sponsor of the LPGA's former Hen 
redon Classic in 1988, officials of RJRN 
Golf announced at a news conference in 
Winston-Salem. 

"We are pleased to announce that the 
tournament will be called the Planters 
Pal Bradley International,” said Edward 
A. HorriganJr., vice chairman of RJR 
Nabisco, Inc. and chairman and chief 
executive officer of R.J. Reynolds , 
Tobacco Co. 

"The tournament honors one of the 
most dynamic leaders of Team Nabisco 
and an outstanding player on the LPGA 
Tour,” Horrigan said. 

The Planters Pat Bradley International 
will be preceded by a pro-am event that 
will match LPGA players, Team Nabisco 
members and other celebrities with 
sales executives and sales guests from 
around the country, says David Hobbs, 
manager - sales relations, RJRN Golf. 

The tournament thus joins a presti¬ 
gious rpster of golf events, sponsored 
by RJR Nabisco brands, that create out¬ 
standing trade-relations opportunities 
for sales, Hobbs explains. 

Bradley, the 1986 Rolcx Player of the 
Year and winner of the Vare Trophy for 
lowest scoring average in 1986, has 
dominated women’s professional golf 
during the ’80s, She has won 22 tourna¬ 
ments during her 13-year LPGA career 
and last year became the first LPGA 
player to reach the $2 million mark in 
career earnings. She now ranks first in 
career earnings with $2,426,350. 

“This is one of the greatest honors 
in my entire career,” Bradley said. 



PM Bradley and Mr. Peanut join John P. Polyehron, president and chief executive officer 
of Planters LifeSavcrs Co., in announcing plans for the Planters Pat Bradley Internation¬ 
al golf tournament, Aug. 4-7 in High Point, N.C. 


The Planters Pat Bradley International 
will be played Aug. 4-7 at Willow Creek 
Golf Club in High Point, N.C. A total 
purse of $400j000, one of the largest on 
the LPGA Tbur, will be offered. RJR 
Nabisco was the presenting sponsor of 
the High Point tournament when it was 
called the Henredon Classic. 

Playing by a scoring system that re¬ 
wards below-par play and daily round 
winners, one competitor could win as 
much as $85,500, the largest payday in 
the history of women’s golf, Horrigan 
noted. 

“The tournament will offer one of (he 
most exciting formats in the world of pro¬ 
fessional golf today,” Horrigan said. ‘‘We 
believe the Planters Pat Bradley Interna¬ 
tional has all the makings of an event 
that will Capture the imagination and 
support of the public.’’ 

“I feel I have been fortunate and 
blessed in my career, and RJR Nabisco 
and Planters are continuing that bless¬ 
ing,” Bradley said. 


“This is a tremendous golf area. 
Willow Creek is a great championship 
course and RJR Nabisco is a strong 
sponsor. I see the tournament getting 
bigger and better in the future.” 

The announcement of the Planters Pat 
Bradley International came at the first 
press'conference ofRJRN Golf. Headed 
by T: Wayne Robertson, senior vice 
president, the RJR Nabisco business 
unit is responsible for all activities 
related to the corporation’s sponsorship 
of professional golf programs. 

Through the Vantage brand of ciga¬ 
rettes and Nabisco Brands products, 

RJR Nabisco sponsors or takes part in 
some 60 golf tournaments and programs 
each year,.Major events include the Van-; 
tage Championship and Vantage Cup 
Senior PGA Tour, the Nabisco Champi¬ 
onships of Golf, the Nabisco Grand Prix 
of Golf and the Nabisco Dinah Shore. 
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Sales synergy 
is happening 
j in Cleveland 

“Synergy,” according to Webster’s Dic¬ 
tionary," means “working together." 

At RJR Sales Co., synergy means 
more. It means one and one make three 
— two great sales organizations combine 
to create something new that is greater 
than the sum of its parts. 

Synergy is happening in Cleveland, 
where Jim Piscitelli, RJR chain accounts 
manager in the Cleveland chain division, 
and Dan Antico, PLS division sales 
manager - confectionery & snacks, got 
together to sell Standard Oil Co./BP 
America a combined permanent counter 
display for cigarettes, candy and gum at 
600 gas-convenience outlets in 22 states. 

The combined RJR fixture represents 
the first complete corporate permanent 
counter display program for the huge gas 
chain, Piscitelli and Antico say. The RJR 
merchandisers will replace competing 
Philip Morris, Lorillard, M&M Mars and 
Wrigley fixtures in hundreds of locations, 
vastly increasing the inventory and count¬ 
er presence of RJR and PLS cigarette, 
candy and gum products throughout the 
chain, they add. 

“It was the combination of RJR and 
PLS that really got our foot in the door,” 
Antico says. “One of the best things aboul 
the blend is that all of us are focused on 




Jim Piscitelli (left) and Dan Antico teamed up 
to sell a major gas station/convenience chain 
a combined counter display for cigarettes, 
candy and gum, 

the front end, so projects like this one are 
a natural. 

“Working together is just fantastic," 
Antico adds. “When we walk into an ac¬ 
count, we carry a lot of clout. When we 
talk, they listen." 

“After we got together with PLS, things 
really started happening, and we've made 
steady progress from that point,” Piscitelli 
says. 

“I already knew Dan, so we worked 
together well. Tying in the support of the 
regional and area offices and the home 
office, we were able to come up with a 


concept, a fixture and a program and 
sell them.” 

The chain had been using a variety of 
different counter fixtures for cigarettes, 
candy and gum, and was interested in a 
merchandiser to accommodate all the 
items in uniform, flexible modules that 
can be arranged in different configura¬ 
tions to fit individual stores, Piscitelli 
explains. 

Piscitelli and Antico sold the chain on 
a fixture with a 140-pack cigarette display, 
a chocolate and candy unit and a gum 
unit. The units will be placed in outlets 
operating under the Sohio, Boron, BP, 
Gas ‘n’ Go, Gibbs and Gulf names. 

Piscitelli and Antico stressed the im¬ 
portance of teamwork in developing and 
selling the combined fixture program to 
the chain. Others involved in the project 
include Wally Preslan, PLS key accounts 
manager in the Cleveland division; Roger 
Farmer, regional manager in the Buffalo, 
N.Y., region; Jim Farmer, sales merchan¬ 
dising manager - North Central sales 
area; Ron Evans, area vice president - 
sales, North Central sales area; Walt 
Whiteman, director - merchandising 
development; and Dave Abruzzese, 
national manager - merchandising, 
confectionery & snacks. 


Share your achievements here 


I want to take this opportunity to wel¬ 
come members of the confectionery & 
snack/Planters sales force to the section 
of Sales Merchandiser dedicated to 
recognizing your sales achievements. 

lb have your sales accomplishment 
recognized in Sales Merchandiser, pre¬ 
pare a brief summary of your actions 
and results achieved, including store 
names and locations, display and mer¬ 
chandising details, and sales volume 
figures, and submit it to your manager, 
who will see that it is forwarded for 
consideration. Be sure to include your 
name, title, location and phone number 
so we can contact you, if necessary. 

A photo of your accomplishment will 


add impact and interest to your item. 

Try to put yourself into the picture — 
ask a Store clerk to snap your photo, 
preferably not a Polaroid, standing be¬ 
side that volume-building new display 
or merchandising fixture. 

We also hope you will pass along any 
other story ideas or suggestions you 
may have for Sales Merchandiser, 
Remember, Sales Merchandiser is 
your publication. Wc look forward to 
hearing from you soon, and often. 

George W. Smith 

Staff Vice President - Sales Planning, 
Confectionery & Snack/Planters Products 
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Persistence pays 
at W.Va. store 

Persistence paid off recently with a 
cigarette sales victory over the competi¬ 
tion for Area Sales Representative H.D. 
Boggs of the Charleston, W.Va., division. 

After several repeat presentation per¬ 
formances, Boggs sold Grantsville Food- 
land in Grantsville, W.Va., on a new 
four-foot by six-foot Flex unit. Boggs’ 
achievement was made all the sweeter by 
the fact that the Flex replaces a Philip 
Morris unit. 


Dual strategy 
spells success 
in stadium sales 

RJR Sales enjoyed the NFL football 
season with a Super Bowlful of extra 
cigarette volume at the Miami Dolphins’ 
home stadium, thanks to the efforts of the 
South Atlantic sales area staff and the 
Fort Lauderdale, Fla., division. 

Working with concessionaires, separate 
strategies were developed for cigarette 
sales at the general concession stands, 
serving 62,000 fans, and on the plush club 
level, where 13,000 patrons are seated in 
executive skyboxes and luxury-class seats, 
says M.J. Arfmann, special accounts 
manager in the Fort Lauderdale division. 

In keeping with the luxurious, hotel- 
lobby-like atmosphere of the club-level 
concession area, sample trays were pro¬ 
vided, with the assistance of the South 
Atlantic sales area staff, for the sale of 
cigarettes, candy and gum by vendors. 

At the 37 general concession stands, 
RJR won exclusive distribution of seven 
Winston, Salem, Camel and Vantage 
brand styles, with price signage and a 
lighted Winston sign atop each stand, 
beside the TV monitors where customers 
can watch the game while waiting. 



Winn-Dixie/Montgomery supermarkets accepted self-service Doral Savings Centers and 
240-carton Doral floor displays throughout the 123-store chain. 


Alabama team wins Winn-Dixie 

service sales at beltline, three had 
self-service end-cap universal carton 
merchandisers and two had no merchan¬ 
dising plan at all. 

After a well-coordinated program of 
intensive selling and timely implementa¬ 
tion, 107 stores now have self-service 
end-cap Flex, and 12 of the remaining 
16 non-self-service stores are on the RJR 
non-self-service plan. Self-service rows 
increased from 1,214 to 7,032 and cartons 
increased from 6,070 to 66,160, an addi¬ 
tional 1,001 cases of RJR product. 

Winn-Dixie also accepted self-service 
Doral Savings Centers, for a total of 
more than 284 cases of Doral on display 
in 122 stores. The chain also accepted 
240-carton floor displays with $2-off 
coupons in all 123 stores, for an additional 
418 cases of RJR product on self-service. 


Members of the RJR Sales team around 
Birmingham, Ala., wished they were in 
Dixie — the 123-store Winn-Dixie/Mont¬ 
gomery grocery chain, that is. With a lot 
of hard work, perseverance and patience, 
that wish came true, producing substan¬ 
tial gains in cigarette merchandising 
presence and volume for RJR brands 
in this major chain account. 

J.W. Swinea, chain accounts man¬ 
ager in the Birmingham chain division; 
Birmingham Regional Manager J.L. 
Smotherman; and T.W. Trader, mer¬ 
chandising manager in the South Atlantic 
sales area, are the stars of the dramatic 
“before and after” Winn-Dixie/Mont¬ 
gomery story. 

Before the RJR sales team went to 
work, 88 of the 123 stores in the chain 
were non-self-service, 30 offered self- 
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Oregon stores 
enjoy results 
of mass displays 

Persistence has its rewards, and in 
RJR Sales, one of those rewards is 
volume. Sales Representative F.C. 

Wist II of the Eugene, Ore., division 
learned that lesson recently, after several 
months of presentations to two cigarette 
retailers in his assignment. 

Wist finally convinced Payless Drug 
and Fred Meyer Food in Coos Bay, Ore., 
that mass cigarette displays would in¬ 
crease customer flow and store profitabil¬ 
ity. Wist says he used the RJR generic 
presentation brochures to help him over¬ 
come the retailers' reluctance to order ad¬ 
ditional quantities of cigarettes for display. 

Wist placed an 1,100-carton mass dis¬ 
play in Payless Drug and a 900-carton 
display in Fred Meyer Food, and ensured 
product movement by placing $2-off 
coupons. Both displays were sold out 
within two weeks. 

Wist reports that both retailers are 
pleased with the results and looking for¬ 
ward to more volume-building promo¬ 
tions in the future, 



Persistence paid oIT for Sales Representative 
FC. Wist II of the Eugene, Ore,, division with 
a display at Payless Drug in Coos Bay, Ore. 



Cycle race spurs volume 


' RJR brand-sponsored events create Pro motorcycle race event, which was 
opportunities for boosting RJR product staged at a track in the town of Mineral 
exposure and sales volume. Wells, W.Va. 

•Area Sales Representative B.M. In just two days, Rodgers placed 

Rodgers of the SoiUh^Pittsburgh divi- : 840 Doral $l-off coupons, 1,720 $2-off . 

sion demonstrated how to capitalize " - multi-brand coupons,' J25$2-off Century 

on a brand-sponsored event recently./ "• coupons, 75 advertising pieces, 42 tem- 
Rodgcrs rolied through the hills of West porary Winston and Magna displays and 
Virginia with product and promotions three mass displays in outlets surround- 
before the “Thunder in the Hills” Camel ing the race site. 


Ads and coupons help sell display 


Mass displays sell cigarettes, especially 
with a little help from advertising and 
coupons. 

Area Sales Representative W.H. Win¬ 
ters of the Spokane, Wash., division put 
together an effective promotional package 
recently at the Gregg’s store in Milton- 
Freewater, Ore. Winters first placed a 


600-carton mass Doral display at the 
store. Then he provided the extra incen¬ 
tive of a Sl-off coupon on every carton. 

Winters lied up the package with sup¬ 
porting advertising in the store’s weekly 
flyer. The result was extra sales volume, 
with a 12 percent market share for Doral 
during the promotion. 


Sni'rnP- . v.^nnon 
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RJR rep beats competitive cowboy to draw 



When Rideout rides, the competition 
in the North Pittsburgh division gallops 
for cover! 

In a recent cigarette sales showdown 
with the competitive cowboy at the Shop 
l n' Save Market in Russellton, Pa., Sales 
Representative R.K. Rideout was the only 
one left standing when the dust cleared. 

The market, a high-volume outlet with 
average sales of 800 cartons a week, had 
previously used one RJR universal carton 
merchandiser. All other fixtures were 
supplied by Philip Morris, including a 
large PM savings center and eight wall- 
mounted package modules. 

PM sales reps and management had 
targeted the outlet for extra attention, 
making no fewer than five presentations 
for their complete carton and package 
merchandising system. 


Sales mounting 
at horse center 

The horse country of Virginia may be 
in the heart of what the competition likes 
to think is "Marlboro Country,” but Area 
Sales Representative S.M. Poulos of the 
Richmond, Va., division proved that it is 
a land of opportunity for RJR sales — es¬ 
pecially in a town called Winston. 

Poulos recently secured a dynamic pres¬ 
ence for RJR at Commonwealth Park, a 
major international equestrian center in 
Winston, Va. 

Poulos sold the owner of the park on 
placement of exclusive RJR promotional 
pieces around the complex. With the help 
of Area Sales Representative R.L. Fox 
and Sales Representative M.E. Bosworth 
of the Richmond division, Poulos placed 
six ground mount signs, eight Winston 
message signs and two clocks in key 
locations. 

Poulos’ rapport with the park owner 
won placement of one ground mount sign 


But Rideout beat the cowboy to the 
draw. He sold the market on two RJR 
Flex units, nine RJR package modules, 
exclusive marketing of RJR savings- 
segment brands and exclusive placement 



Equestrian center displays RJR signage 
placed by Area Sales Representative S.M. 
Poulos of the Richmond, Va., division. 


for free in the park's stadium, where ad¬ 
vertising usually costs $7,500 a year. 
Another ground mount sign with add-on 
is used at the main park office to post the 
schedule of events. 


of advertising and promotional materials. 

Impressed with Rideout's professional¬ 
ism and persistence, store management 
plans to continue riding with the RJR 
merchandising system in the future. 


Merchandising 
makes impact 
on reservation 

The competitive cowboy used to 
call the cigarette merchandising shots 
around the Mohawk Indian reservation 
near Syracuse! N.Y. — until Area Sales 
Representative S.N. Shefl of the Syra¬ 
cuse division rode into the territory. 

The reservation offers a major sales 
opportunity for RJR, with 15 stores 
! with sales ranging from 50 to 3,000 
cartons per week. Total volume for all 
store locations is 11,490 cartons per 
week. 

Since Sheft began calling on the res¬ 
ervation, he has placed six Flex units 
with a total of 2,274 rows. He has also 
placed four Doral Savings Centers, 
five Doral counter displays, three RJR ; 
overhead units and one centralized 
package merchandiser, 
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PROMOTIONS & APPOINTMENTS 


Mitchell I^ee Jones has 
been promoted to national 
manager - trade relations 
in the home office. 

Jones joined the com¬ 
pany in 1972 as a sales 
representative in the Ma¬ 
con, Ga., division, where 
he was promoted to area sales representa¬ 
tive the following year. He was promoted to 
assistant manager - merchandising in the 
South Atlanta division in 1974 and to assis¬ 
tant division manager in the Birmingham, 
Ala., division in 1975. Jones was promoted 
to sales training manager in the home office 
in 1977 and to sales training and develop¬ 
ment manager in 1978. He was promoted to 
division manager in the South Atlanta divi¬ 
sion in 1979 and to chain accounts manager 
in the Tampa, Fla., chain division in 1985. 

Bryan K. Stockdale 
has been promoted to 
sales planning manager in 
the home office. 

Stockdale joined the 
company in 1979 as a sales 
representative in the West 
Cleveland division, where 
he was promoted to area sales representa¬ 
tive the following year. He was promoted to 
merchandising manager - field in the 
Cleveland chain division in 1983, and to as¬ 
sistant division manager in the Akron, 
Ohio, division later that year. Slockdale 
was promoted to division manager in the 
West Detroit division in 1986. 


In 




Jerry Robert Loftin 

Jr. has been promoted 
to sales merchandising 
manager in the North At¬ 
lantic sales area. 

Loftin joined the com¬ 
pany in 1979 as a sales 
representative in the Char¬ 
lotte, N.C., division, where he was promot¬ 
ed to area sales representative in 1981. He 
was promoted to assistant division manager 
in the Raleigh, N.C., division in 1983 and 
to division manager in the Daytona Beach, 
Fla., division in 1986, 


Craig T. Roe has been 
promoted to sales train¬ 
ing and development and 
vending/military manag¬ 
er in the Mid-Continent 
sales area. 

Roe joined the com¬ 
pany in 1976 as a sales 
representative in the Baltimore division, 
where he was promoted to area sales 
representative the following year. He was 
promoted to assistant division manager in 
the Goldsboro, N.C., division in 1980 and 
to division manager in the Raleigh, N.C., 
division in 1985. 

Steven R. Wilson has 
been promoted to sales 
training and development 
and vending/military man¬ 
ager in the Mid-Western 
sales area. 

Wilson joined the com¬ 
pany in 1974 as a sales 
representative in the Jacksonville, Fla., di¬ 
vision, where he was promoted to area 
sales representative the following year. He 
was promoted to assistant division manager 
in the Winston-Salem, N.C., division in 
1978 and to division manager in 1983 in that 
division. 



where he was promoted to area sales 
representative the following year. He was 
promoted to training and development 
manager - field in the Nashville, Tenn., di¬ 
vision in 1985 and to special accounts 
manager in that division in 1986. 


William D. Noah III 

has been promoted to di¬ 
vision manager in the 
Raleigh, N.C., division. 

Noah joined the com¬ 
pany in 1981 as a sales 
representative in the Or¬ 
lando, Fla., division. He 
was promoted to area sales representative 
the following year in the Tampa, Fla, divi¬ 
sion. Noah was promoted to assistant divi¬ 
sion manager in the North Atlanta division 
in 1984 and to special accounts manager in 
that division in 1985. 



H.D. Lindley has been 


promoted to division 

manager in the Mobile, 


Ala., division. 

V 

Lindley joined the com- 

pany in 1980 as a sales 
representative in the Ft, 
Smith, Ark., division. 


^Ij Walter L. Thompson 
; has been promoted to di- 
. "1 : vision manager in the 

Toledo, Ohio, division. 

Thompson joined the 
company in 1981 as a 
KS ~ a ' es representative in 

■Ha B MSa .the Grand Rapids, Mich., 
division, where he was promoted to area 
sales representative the following year. He 
was promoted to merchandising manager - 
field in the Detroit chain division in 1983. 
Thompson was promoted to assistant divi¬ 
sion manager in the Cincinnati division in 
1985 and to training and development 
manager in 1986 in that division. 

Steven T. Sandman has 
been promoted to spe- 
fj cial accounts manager in 
the East Detroit division. 

Sandman joined the 
company in 1985 as a 
sales representative in the 
East Detroit division, 
where he was promoted to area sales 
representative the following year. 


israi 


lililiKi 


i FiTHTITiltlii feWTSTS *sTi ITOi rSTiufiSPl filllllllll 


51859 5673 






: s liffgfc gftfg 


, ta--- 1 :.. 




V-J 


|l| he Slopes. You could lx* I here wit li a 
I liratul new pair of skis. All you maul is tlx 1 
| determination In reach IMS's sales tfoals, and youi 
A bonus cheek will help pay for your equipment. So 
[Hit in the extra eflbrt. Work as ifeverytliiui; depends 
on you. Then enjoy the payoff. 
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The reward.. .just over the rainbow 
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